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ADVERTISING AND MEDIA RESEARCH 


Blacks in Advertising: A Further Comment, HAROLD 
H. KASSARJIAN, August, 392. 


A comment on the slow rate of acceptance of black 
models in advertising, in reply to Wheatley. 


Computer Simulation Model for Forecasting Catalog 
Sales, A, GEORGE C. MICHAEL, May, 224. 


See “Computer Applications” 


Empirical Studies on Individual Response to Exposure 
Patterns, LEONARD M. LODISH, May, 212. 


The market response model of the MEDIAC media 
planning system is used as a base for discussion of empiri- 
cal studies relating to the advertising phenomena of re- 
sponse to repeated exposure and forgetting. The model 
provides hypotheses to examine and a common base for 
analysis. 


Influence of Ambiguity on Brand Development, STE- 
PHEN J. MILLER, MICHAEL B. MAZIS, and 
PETER L. WRIGHT, November, 455. 


See “Attitude and Opinion Research” 


Note on a Simultaneous-Equation Regression Study of 
Advertising and Sales of Cigarettes, A, LUIS V. 
DOMINGUEZ and ALBERT L. PAGE, August, 
386. 


See “Econometric Models” 


Product-Related Response to Use of Black Models in 
Advertising, WILLIAM V. MUSE, February, 197. 


This article discusses results of an experiment comparing 
the ratings of ads employing only white models with du- 


plicate ads using only black models. Respondents evaluated 
ads in four product categories. 


Repetition in Media Models: A Laboratory Technique, 
MICHAEL L. RAY and ALAN G. SAWYER, Feb- 
ruary, 20. 


Recent advertising media models demand estimates of 
effects of repetitive exposures on consumers in particular 
advertising situations. A laboratory technique for providing 
such estimates is suggested, and a study using this technique 
indicates the need for significantly different repetition func- 
tions for different kinds of products, brand positions, ad- 
vertising formats, and advertising goals. Further develop- 
ment of the technique is also indicated. 


Television Program Types, RONALD E. FRANK, 
JAMES C. BECKNELL, and JAMES D. CLOKEY, 
May, 204. 


TvQ data over a three-year period are the basis for a 
factor analytic study which includes development and use 
of two regression models to adjust raw data for effects of 
program and viewer characteristics. The raw and adjusted 
data are compared and further research is recommended. 


Television Show Preference: Application of a Choice 
Model, DONALD R. LEHMANN, February, 47. 


This article examines the effectiveness of a model of 
preference based on specific product attributes. The model 
is shown to be substantially more powerful than predictions 
based on demographics. 


Trouble With Concept Testing, The, RUSSELL I. 
HALEY and RONALD GATTY, May, 230. 


In new product research and advertising, concept testing 
is in deep trouble, because researchers confuse the testing 
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of concepts with the testing of particular executions of 
those concepts. This article reports on an experiment which 
demonstrates the problem and suggests how it should be 
handled. 


Use of Black Models in Advertising, The, JOHN J. 
WHEATLEY, August, 390. 


Wheatley comments upon Kassarjian’s article on the ap- 
pearance of blacks in advertising. Kassarjian’s approach to 
measuring incidence of blacks’ appearance may have under- 
estimated their use in general, but probably overestimated 
it in earlier years and underestimated it in recent years. 


What Big Agency Men in Europe Think of Copy Test- 
ing Methods, HARPER W. BOYD, Jr. and MI- 
CHAEL L. RAY, May, 219. 


Although research directors of large European advertis- 
ing agencies and their U. S. counterparts generally have 
similar overall outlooks, their opinions differ on advertising 
campaign measures, such as those having to do with pre- 
dispositions and sales. European opinions differed sharply 
depending on agency size, extent of U. S. influence, and 
nation of operation. 


Woman’s Place: An Analysis of the Roles Portrayed by 

- Women in Magazine Advertisements, A, ALICE E. 

COURTNEY and SARAH WERNICK LOCKER- 
ETZ, February, 92. 


Some members of the feminine liberation movement 
have criticized the ways women are portrayed in advertise- 
ments. This article reports on an analysis of the occupa- 
tional roles and nonworking activities of men and women 
portrayed in magazine advertisements. 


ATTITUDE AND OPINION RESEARCH 


Application of Attitude Immunization Techniques in 
Marketing, The, STEWART W. BITHER, IRA J. 
DOLICH, and ELAINE B. NELL, February, 56. 


Changes in attitudes about a culturally controversial 
issue provide a first step toward the application of im- 
munization techniques to marketing. The experimental con- 
ditions were immunization, source, and attack treatments 
and provide an extension of previous psychological experi- 
ments on culturally held truisms. 


Clusters of Consumer Interests and Opinion Leaders’ 
Spheres of Influence, DAVID B. MONTGOMERY 
and ALVIN J. SILK, August, 317. 


This article reports a test of King and Summers’ hy- 
pothesis that opinion leadership overlaps among topics 
when interest in them overlaps. Patterns of association in 
opinion leadership for 16 topics corresponded to the struc- 
ture of interrelationships among measures of interest in the 
same topics. 


Dissonance Reduction or Artifact? SADAOMI OSHI- 
KAWA, November, 514. 


A similarity in dissonance reduction between students 
and housewives may not necessarily prove that their psy- 
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chological activities are similar, but may be due to an arti- 
fact. 


Dissonance Reduction or Artifact? A Reply, JAGDISH 
N. SHETH, November, 516. 


Sheth disagrees that the results of his study were influ- 
enced by a built-in design artifact created by the ceiling 
effect, and further assesses those results. 


Influence of Ambiguity on Brand Development, STE- 
PHEN J. MILLER, MICHAEL B. MAZIS, and 
PETER L. WRIGHT, November, 455. 


This article presents the results of an experimental study 
of the dynamics of attitude development toward a new 
brand. The role of consumer familiarity with a new brand 
name in evaluation of product characteristics is examined. 


Order Bias, the Ideal Rating, and the Semantic Differ- 
ential, E. LAIRD LANDON, Jr., August, 375. 


The order in which concepts are rated was found to bias 
semantic differential ratings, but the ideal was relatively 
stable over subjects and over time. 


Semantic Differential and Nonmetric Multidimensional 
Scaling Descriptions of Brand Images, JOSEPH N. 
FRY and JOHN D. CLAXTON, May, 238. 


Cigarette brand images were measured with a semantic 
differential instrument and nonmetric scaling of similarities 
data. The results given by the two approaches were highly 
similar. 


Semantic Properties of Selected Evaluative Adjectives: 
Other Evidence, ROBERT A. MITTELSTAEDT, 
May, 236. 


Two previously reported studies are examined which pro- 
vided partial confirmation for scale values of selected evalu- 
ative adjectives previously reported by Myers and Warner. 


Testing Cognitive Models Through Computer-Con- 
trolled Experiments, G. DAVID HUGHES and 
JOSE L. GUERRERO, August, 291. 


A computer-controlled experiment was used to test bal- 
ance, reinforcement, and congruity models and to develop 
a new model to predict changes in buyers’ subjective proba- 
bilities after receiving new information. Subjective proba- 
bility and attitude models were tested to determine their 
utility in studying buyers’ information processing. 


Three-Point Likert Scales Are Good Enough, JACOB 
JACOBY and MICHAEL S. MATELL, November, 
495. 


This article approaches the problem of determining the 
number of response categories for each rating scale as used 
in marketing, attitudinal, and survey research. 


Trouble With Concept Testing, The, RUSSELL I. 
HALEY and RONALD GATTY, May, 230. 


See “Advertising and Media Research” 





ANNOTATED SUBJECT AND AUTHOR/TITLE INDEX, VOLUME VIII, 1971 529 


Who Perceives Supermarket Prices Most Validly? F. E. 
BROWN, February, 110. 


See “Retailing and Wholesaling” 


BUYER BEHAVIOR 


Acceptance by Males of Feminine Products, GEORGE 
P. MORRIS and EDWARD W. CUNDIFF, August, 
372. 


Manufacturers of products initially designed for the 
feminine market have increasingly moved to broaden their 
markets to include males. How can male reactions to prod- 
ucts with feminine images be predicted? 


Automobile Self-Congruity Models Reexamined, G. 
DAVID HUGHES and JOSE L. GUERRERO, Feb- 
ruary, 125. 


A computer-controlled behavioral experiment was used 
to explore whether or not: information sources and content 
used in automobile purchasing could be built into a com- 
puter simulation; subjects would enter the simulation real- 
istically; probabilities and attitudes could be altered through 
simulation; and empirical support could be found for de- 
fining subjective probabilities as a cluster of attitudes. 


Brief vs. Comprehensive Descriptions in Measuring In- 
tentions to Purchase, J. SCOTT ARMSTRONG and 
TERRY OVERTON, February, 114. 


This article presents a study of the effect upon intention 
to purchase of the extent and type of description of a new 
service. 


Concentration of Information Power Among Consum- 
ers, HANS B. THORELLI, November, 427. 


The thesis that market information search activity and 
data source awareness are highly unevenly distributed 
among various groups of consumers is explored using a 
large Norwegian sample. 


Consumer Characteristics Associated With Dealing: An 
Empirical Example, DAVID B. MONTGOMERY, 
February, 118. 


The relation between certain consumer social-psychologi- 
cal and purchasing characteristics and dealing activity is 
examined in two contrasting situations in the dentifrice 
market. 


Identification of Determinant Attributes: A Comparison 
of Methods, MARK I. ALPERT, May, 184. 


See “Preference Research” 


Identifying the Convenience-Oriented Consumer, W. 
THOMAS ANDERSON, Jr., May, 179. 


Convenience-oriented consumers currently comprise a 
substantial and growing market about which little is known. 
Convenience-oriented consumer typologies are identified for 
patterns of convenience food consumption and use of du- 
rable goods. 


Measurement of Husband-Wife Influence in Consumer 
Purchase Decisions, HARRY L. DAVIS, August, 
305. 


Can wives accurately report who exerts influence in fam- 
ily decisions? What self-reported measure of purchase in- 
fluence is best? A multitrait-multimethod approach is used 
to answer these questions about the reliability and validity 
of influence measures. 


Multivariate Analysis of Differences in Buyer Decision 
Time, JOSEPH W. NEWMAN and RICHARD 
STAELIN, May, 192. 


See “Regression and Other Statistical Techniques” 


Multivariate Analysis of Personality and Product Use, 
DAVID W. SPARKS and W. T. TUCKER, Febru- 
ary, 67. 


See “Regression and Other Statistical Techniques” 


Personality and Behavior: A Review, HAROLD H. 
KASSARJIAN, November, 409. 


Marketing researchers have repeatedly attempted to re- 
late purchasing behavior, media choice, innovation, and 
other marketing phenomena to personality, with varying 
degrees of success. This article reviews this mass of litera- 
ture and draws some conclusions on the present state of 
knowledge. 


Personality and Innovation Proneness, JACOB JA- 
COBY, May, 244. 


An experiment was conducted to test the hypothesis that 
low dogmatic individuals tend to be more innovation-prone 
than high dogmatic individuals. The hypothesis was sup- 
ported and implications of these results for the development 
of promotional strategy in new product introductions are 
discussed. 


Personality Variables and Cigarette Brand Choice, 
JOSEPH N. FRY, August, 298. 


An analysis of smoker personality traits and brand pref- 
erences identifies relationships of significant magnitude and 
logical direction and highlights the crucial role of modera- 
tor variables. 


Post-High Teens and Fashion Innovation, JOHN JAY 
PAINTER and MAX L. PINEGAR, August, 368 


See “Diffusion of Innovations” 


Self-Concept and Significant Others, EDWARD L. 
GRUBB and BRUCE L. STERN, August, 382. 


The relationship of significant others’ perceptions of 
“generalized users” of a brand to the users’ perceptions of 
self-concept and the brand is investigated. The results indi- 
cate a significant level of congruence of perceptions and, 
therefore, the likelihood of self-enhancement for the brand 
user taking place in the interaction process. 
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Shopping Behavior, Expenditure Patterns, and Inner- 
City Food Prices, DONALD F. DIXON and DAN- 
IEL J. MCLAUGHLIN, Jr., February, 96. 


This research project extends the investigation reported 
in an earlier JMR article that found differentials in shelf 
prices between food stores in different income areas. This 
study showed that the poor do pay more for food. 


Socially Distant Reference Groups and Consumer As- 
pirations, A. BENTON COCANOUGHER and 
GRADY D. BRUCE, August, 379. 


The influence of socially distant reference groups on the 
formation of consumer aspirations is examined in terms of 
two predictors: the individual’s attraction to group activi- 
ties and his attraction to group members. 


Stability of Appliance Brand Awareness, GEORGE S. 
DAY and ROBERT W. PRATT, Jr., February, 85. 


This panel study found a great deal of change in ap- 
pliance brand awareness over six months. Further analysis 
indicated that spurious sources of change dominated true 
change. These findings have some important implications 
for researchers and managers using awareness change to 
evaluate marketing programs. 


Stages of Consumer Decision Making, TERRENCE 
O’BRIEN, August, 283. 


This article examines the hierarchy of effects description 
of consumer decision making using cross-lagged correla- 
tions, a recently developed technique for establishing causal 
relations among variables over time. Data are from a five- 
month panel of housewives reporting on two brands of a 
convenience food, and results tend to confirm the hierarchy 
of effects. 


Structure of Consumer Choice Processes, The, JAMES 
R. BETTMAN, November, 465. 


Comparing different information processing models of 
the same consumers’ decisions and utilizing findings from 
clinical judgment studies give information about the struc- 
ture of consumer choice processes. Cue consistency and 
conditional models are discussed and a general paradigm 
for choice under uncertainty is proposed. 


COMPUTER APPLICATIONS 


Computer Simulation Model for Forecasting Catalog 
Sales, A, GEORGE C. MICHAEL, May, 224. 


The AHAF model generates sales forecasts for individ- 
ual articles of merchandise in catalogs, using heuristic pro- 
gramming to simulate the actual decision-making process 

f a catalog control buyer. 


Role of the Computer Applications Section: A Reap- 
praisal, The, RALPH L. DAY, February, 90. 


The history of the computer applications section was 
reviewed and short articles and abstracts were solicited. 
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Testing Cognitive Models Through Computer Con- 
trolled Experiments, G. DAVID HUGHES and 
JOSE L. GUERRERO, August, 291. 


See “Attitude and Opinion Research” 


Use of GERT in the Planning and Control of Marketing 
Research, The, A. COSKUN SAMLI and CARL 
BELLAS, August, 335. 


See “Management and Control of Marketing Research” 


DIFFUSION OF INNOVATIONS 


Clusters of Consumer Interests and Opinion Leaders’ 
Spheres of Influence, DAVID B. MONTGOMERY 
and ALVIN J. SILK, August, 317. 


See “Attitude and Opinion Research” 


Five Dimensions of the Industrial Adoption Process, 
URBAN B. OZANNE and GILBERT A. CHURCH- 
ILL, Jr., August, 322. 


A model of the industrial adoption process forms the 
conceptual framework for an analysis of the purchase of a 
machine-tool innovation. This article explores five aspects 
of the industrial adoption process. 


Generalized Change Agents and Innovativeness, JOHN 
O. SUMMERS, August, 313. 


This article analyzes the relationship between innova- 
tiveness and opinion leadership and the extent and char- 
acter of generalized innovativeness. The data suggest these 
relationships vary with product categories of interest. 


Mutually Adaptive Effects of Interpersonal Communi- 
cation, FRED D. REYNOLDS and WILLIAM R. 
DARDEN, November, 449. 


By adding a new dimension—information seeking—to 
the traditional way of measuring opinion leadership, this 
article suggests an additional conceptualization of inter- 
personal communication and influence. 


Overlap of Opinion Leadership Across Consumer Prod- 
uct Categories, SEYMOUR SUDMAN, May, 258. 


Sudman takes issue with King and Summers’ conclusions 
that opinion leadership is a common phenomenon and 
that opinion leadership overlap across consumer product 
categories is high. 


Overlap of Opinion Leadership: A Reply, JOHN O. 
SUMMERS and CHARLES W. KING, May, 259. 


Summers and King contend that the existence of opinion 
leadership overlap in their data was not contingent on re- 
sponse bias. 


Personality and Innovation Proneness, JACOB JA- 
COBY, May, 244. 


See “Buyer Behavior” 
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Post-High Teens and Fashion Innovation, JOHN JAY 
PAINTER and MAX L. PINEGAR, August, 368. 


This is a study of six predictors (education, income, oc- 
cupation, organization membership, readership, and inner/ 
other-directedness) of clothing innovation among post-high 
school teen women. 


Problem Solving and Trial Use in the Adoption Process, 
FRED D. REYNOLDS, February, 100. 


This article raises questions about the rural sociologists’ 
model of adoption of innovations, suggests extensions of 
the basic model needed in marketing, and presents empiri- 
cal findings supporting the suggested modifications. 


Word-of-Mouth Communication in the Industrial Adop- 
tion Process, JOHN A. MARTILLA, May, 173. 


Research conducted in three industrial markets indicates 
that word-of-mouth communication within firms is an im- 
portant influence in the later stages of the adoption process. 
Opinion leaders were found to be more heavily exposed to 
impersonal sources of information than other buying in- 
fluentials in the firm. 


ECONOMETRIC MODELS 


Market Measurement and Planning with a Simultane- 
ous-Equation Model, RANDALL L. SCHULTZ, 
May, 153. 


In a recently developed marketing planning model, de- 
mand and market share response functions are estimated 
from empirical data for airlines in one two-city market. 
These structures are then utilized in a normative model of 
marketing decision making. The results show profit-maxi- 
mizing levels for number of flights and dollars of adver- 
tising. 

Note on a Simultaneous-Equation Regression Study of 
Advertising and Sales of Cigarettes, A, LUIS V. 


DOMINGUEZ and ALBERT L. PAGE, August, 
386. 


This note deals with a replication of a previous study by 
Bass of advertising and cigarette sales, but using the origi- 
nal model and data the same results were not obtained. 


Testing vs. Estimation in Simultaneous-Equation Re- 
gression Models, FRANK M. BASS, August, 388. 


This reply to Dominguez and Page demonstrates the 
value of model testing prior to estimation. Traditionally, 
the focus in testing theory has been on uncertainty about 
the parameters and not upon the uncertainty about the 
theory. 


EXPERIMENTAL DESIGNS 


Brief vs. Comprehensive Descriptions in Measuring In- 
tentions to Purchase, J. SCOTT ARMSTRONG and 
TERRY OVERTON, February, 114. 


See “Buyer Behavior” 


Experimental Study of Industrial Buyer Behavior, An, 
RICHARD N. CARDOZO and JAMES W. CAG- 
LEY, August, 329. 


See “Industrial Marketing Research” 


Is There a Generalized Price-Quality Relationship? 
DAVID M. GARDNER, May, 241. 


See “Pricing Research” 


Using Cluster Analysis to Improve Marketing Experi- 
ments, GEORGE S. DAY and ROGER M. 
HEELER, August, 340. 


When the selection of a sample of stores or cities re- 
quires a high degree of similarity among the test units in 
order to ensure a sensitive experiment, the sample may no 
longer represent the market. These conflicting requirements 
can be satisfied by choosing the sample from clusters dis- 
played in a reduced space representation of the market 


INDUSTRIAL MARKETING RESEARCH 


Experimental Study of Industrial Buyer Behavior, An, 
RICHARD N. CARDOZO and JAMES W. CAG- 
LEY, August, 329. 


This article describes a buying game used in studying 
the industrial buying process in controlled experiments. Re- 
sults indicate that purchasers have clear preferences for 
types of bidders and bids and are influenced by the amount 
and type of risk. It may be possible to segment industrial 
markets on the basis of identifiable behavior patterns 


Five Dimensions of the Industrial Adoption Process, 
URBAN B. OZANNE and GILBERT A. CHURCH- 
ILL, Jr., August, 322. 


See “Diffusion of Innovations” 


Industrial Buyers’ Decision-Making Styles, DAVID T. 
WILSON, November, 433. 


This study identified three decision-making styles of in- 
dustrial buyers and found that an individual’s need for cer- 
tainty appears to be an important influence upon choice 
under conditions of uncertainty. 


Market Measures From Salesmen: A Multidimensional 


Scaling Approach, RONALD E. TURNER, May, 
165. 


See “Regression and Other Statistical Techniques” 


Personality and Performance-Satisfaction of Industrial 
Salesmen, HENRY O. PRUDEN and ROBERT A. 
PETERSON, November, 501. 


The relationship between a set of personality variables 
and a variate consisting of performance and satisfaction is 
explored using canonical correlations. 

Word-of-Mouth Communication in the Industrial Adop- 
tion Process, JOHN A. MARTILLA, May, 173 


See “Diffusion of Innovations” 





INTERVIEWING METHODS 


Conjoint Measurement for Quantifying Judgmental 
Data, PAUL E. GREEN and VITHALA R. RAO, 
August, 355. 


See “Regression and Other Statistical Techniques” 


Delphi Process in Marketing Decision Making, The, 
MARVIN A. JOLSON and GERALD L. ROSSOW, 
November, 443. 


This article describes a field experiment which used the 
Delphi Process to assign subjective probabilities to the set 
of possible demand levels for a company’s product. The 
method was validated by the use of questions to which the 
“correct” answers were known. 


MANAGEMENT AND CONTROL OF 
MARKETING RESEARCH 


Swingman in Communicating With Management, The, 
EUGENE H. FRAM, February, 128. 


Communications between the management scientist and 
the marketing man can be improved by employing man- 
agement scientists within the marketing division to work on 
operations research problems and to act as liaison between 
marketing groups and operations research groups. 


Use of GERT in the Planning and Control of Market- 
ing Research, The, A. COSKUN SAMLI and CARL 
BELLAS, August, 335. 


Graphical Evaluation and Review Technique (GERT) is 
relatively new; it has not been used extensively to analyze 
business problems, although it promises to be of value in 
planning and control of marketing research. 


MARKET SEGMENTATION 


Comparative Cluster Analysis for World Markets, S. 
PRAKASH SETHI, August, 348. 


This study demonstrates the application of the BC TRY 
system of cluster analysis for classifying world markets. A 
brief discussion of methodology is followed by analysis of 
data for 29 variables and 91 countries; 4 variable clusters 
and 7 country clusters are identified. Further uses of the 
technique in international business are discussed and ideas 
for further research are outlined. 


Market Segmentation and Numerical Taxonomy, V. 
PARKER LESSIG and JOHN O. TOLLEFSON, 
November, 480. 


This article proposes a procedure for identifying cus- 
tomers likely to respond similarly to marketing stimuli. Its 
findings are in general agreement with a proposed market 
segmentation methodology and provide evidence in sup- 
port of relationships between consumer characteristics and 
buying behavior. 
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Market Segmentation: A Strategic Management Tool, 
RICHARD M. JOHNSON, February, 13. 


In the past, marketing research has largely been re- 
stricted to tactical questions. However, with the advent of 
new techniques, marketing research can contribute directly 
to the development of strategic alternatives to current prod- 
uct marketing plans. 


MATHEMATICAL MODELS 


Comments on “Fitting Parameters to Complex Models 
by Direct Search,” R. R. MEYER and M. H. ROTH- 
KOPF, November, 518. 


This article presents a different view of the state of the 
art of nonlinear regression methods than that in a recent 
article by Van Wormer and Weiss and calls attention to 
mathematical assertions in that article that may be mis- 
leading. 


Empirical Studies on Individual Response to Exposure 
Patterns, LEONARD M. LODISH, May, 212. 


See “Advertising and Media Research” 


Evolutionary Model Building, GLEN L. URBAN and 
RICHARD KARASH, February, 62. 


An evolutionary methodology is proposed to encourage 
successful implementation of management science models. 
An example is presented by a series of new product models. 


“Fitting Parameters to Complex Models by Direct 
Search”: A Reply, THEODORE A. VAN WORMER 
and DOYLE L. WEISS, November, 519. 


Van Wormer and Weiss reply to Meyer and Rothkopf. 


Modeling Store Choice Behavior, DAVID A. AAKER 
and J. MORGAN JONES, February, 38. 


See “Retailing and Wholesaling” 


Models for Responses of Customers With A Varying 
Rate, TAROW INDOW, February, 78. 


The amount and kind of advertising change during a 
campaign and the composite Weibull distribution are useful 
for clarifying advertising effects at any given moment. A 
number of examples are shown from data obtained from 
a series of telephone surveys during two sales campaigns 
for chocolate. 


System Construct for Evaluating Retail Market Loca- 
tions, A, L. A. WHITE and J. B. ELLIS, February, 
43. 


This article presents a systems theory framework for 
predicting supermarkets’ yearly sales. Once calibrated, the 
model can be used to predict sales of a hypothetical store 
or changes in sales resulting from major road or store 
changes. 
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PANEL METHODS 


Consumer Characteristics Associated With Dealing: An 
Empirical Example, DAVID B. MONTGOMERY, 
February, 118. 


See “Buyer Behavior” 


Patterns of Use of Consumer Purchase Panels, DAVID 
K. HARDIN and RICHARD M. JOHNSON, Au- 
gust, 364. 


A discussion of the state of the art of consumer pur- 
chase panels, based on results from a recent survey of 
panel users among the nation’s 125 top advertisers. 


PREFERENCE RESEARCH 


Identification of Determinant Attributes: A Compari- 
son of Methods, MARK I. ALPERT, May, 184. 


Not all product attributes are equally important in deter- 
mining consumer preferences. This article distinguishes de- 
terminant attributes from nondeterminant ones and presents 
a cross-validation method for testing alternative approaches 
to identifying these key attributes. 


Television Show Preference: Application of a Choice 
Model, DONALD R. LEHMANN, February, 47. 


See “Advertising and Media Research” 


PRICING RESEARCH 


Comments on “Psychophysics of Prices,’ ANDRE 
GABOR, CLIVE W. J. GRANGER, and AN- 
THONY P. SOWTER, May, 251. 


These comments call attention to the fact that the phe- 
nomenon encountered in a recent study by Kamen and 
Toman has long been known and point out certain serious 
deficiencies in their approach. 


Industrial Pricing Decision Using Bayesian Multivariate 
Analysis, An, DONALD G. FREDERICK, May, 
199. 


Bayesian multivariate analysis is used in the solution of 
a pricing problem for a petrochemical product. Estimates 
of variables that determine optimal price are derived from 
subjective assessments and time series data. The two sets 
of estimates are combined using Bayesian posterior analy- 
sis, and expected losses are evaluated using Monte Carlo 
methods. 


Is There a Generalized Price-Quality Relationship? 
DAVID M. GARDNER, May, 241. 


This study explores the degree to which the price-quality 
relationship can be generalized, incorporating brand name 
as another possible determinant of quality perception. 


Measuring Price Thresholds by Psychophysics and Lati- 
tudes of Acceptance, KENT B. MONROE, Novem- 
ber, 460. 


This article reports the adaptation of an experimental 
technique of establishing response scales for product classes. 
Experimental results further validate the price-limit hy- 
pothesis first confirmed in Europe. Implications for de- 
mand estimation, new product pricing, and product line 
pricing are discussed. 


“Psychophysics of Prices”: A Reaffirmation, JOSEPH 
M. KAMEN and ROBERT J. TOMAN, May, 252. 


This article discusses alternate theoretical formulations 
and interpretations of the “fair price” theory, further de- 
velops the methodological rationale, and presents new sup- 
porting evidence. 


“Psychophysics of Prices”: A Reappraisal, KENT B. 
MONROE, May, 248. 


This communication challenges the basic conclusion of 
the Kamen and Toman article. Evidence from other sources 
supporting a theoretical price-response relationship derived 
from Weber’s Law is presented. 


Trading Stamp-Price Relationship, The, GILBERT A. 
CHURCHILL, Jr., NEIL M. FORD, and URBAN 
B. OZANNE, February, 103. 


Average prices at gasoline stations giving trading stamps 
did not differ in period-by-period comparisons with average 
prices of nonstamp stations. Pricing behavior when using 
stamps was contrasted against nonuse behavior for indi- 
vidual stations and no difference was found. 


REGRESSION AND OTHER STATISTICAL 
TECHNIQUES 


Alternative Multidimensional Scaling Methods for 
Large Stimulus Sets) VITHALA R. RAO and 
RALPH KATZ, November, 488. 


Seven data collection methods available for scaling large 
stimulus sets are evaluated via simulation under three 
scaling approaches, using data from a known configuration. 
Pick or order methods produced better recoveries than 
subjective methods, and grouping followed by sequential 
merging was superior to other grouping methods. 


Analyzing Consumer Image Data Using the Friedman 
Two-Way Analysis of Variance by Ranks, PETER 
McCLURE, August, 370. 


When analyzing ordinal consumer image data, the Fried- 
man two-way analysis of variance by ranks may be useful. 
The discussion and example demonstrate an application. 


Comments on “Exploratory Analysis of Marketing Data: 
Trees vs. Regression,” DOUGLAS C. CROCKER, 
November, 509. 


Crocker contends that the utility of regression techniques 
was not fairly represented in a recent JMR article by Arm- 
strong and Andress. 
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Comparative Cluster Analysis for World Markets, S. 
PRAKASH SETHI, August, 348. 


See “Market Segmentation” 


Conjoint Measurement for Quantifying Judgmental 
Data, PAUL E. GREEN and VITHALA R. RAO, 
August, 355. 


Conjoint measurement is a new development in mathe- 
matical psychology that can be used to measure the joint 
effects of a set of independent variables on the ordering of 
a dependent variable. In this (primarily expository) article, 
the techniques are applied to illustrative problems in mar- 
keting. In addition, a number of possible areas of applica- 
tion to marketing research are discussed, as well as some 
of the methodology’s limitations. 


“Exploratory Analysis of Marketing Data”: A Reply, J. 
SCOTT ARMSTRONG, November, 511. 


Armstrong replies to Crocker’s comments. 


Industrial Pricing Decision Using Bayesian Multivariate 
Analysis, An, DONALD G. FREDERICK, May, 
199, 


See “Pricing Research” 


Market Measures From Salesmen: A Multidimensional 
Scaling Approach, RONALD E. TURNER, May, 
165. 


Polling a firm’s salesmen for market information has 
been aided by recent developments in scaling techniques. 
This study employed multidimensional scaling to obtain 
useful measures for market analysis. In the process some 
insights into salesmen’s calling behavior were obtained. 


Market Segmentation and Numerical Taxonomy, V. 
PARKER LESSIG and JOHN O. TOLLEFSON, 
November, 480. 


See “Market Segmentation” 


Multidimensional Scaling and Individual Differences, 
PAUL E. GREEN and VITHALA R. RAO, Feb- 
ruary, 71. 


This article compares, via synthetic data analysis, the 
performance of five different methods for scaling averaged 
dissimilarities data under conditions, involving individual 
difference in “perception.” All methods perform well when 
no “degradation” of the (simulated) ratings is entailed. 
When the data are transformed to zero-one values—a pro- 
cedure sometimes followed in applied studies—all proce- 
dures perform poorly compared to the no-degradation case. 
Implications of these results for scaling applications in- 
volving group solutions are discussed. 


Multivariate Analysis of Differences in Buyer Decision 
Time, JOSEPH W. NEWMAN and RICHARD 
STAELIN, May, 192. 


New data on the duration of the purchase decision proc- 
ess for cars and major household appliances are analyzed 
using two multivariate techniques (AID and MCA) in com- 
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bination. The results emphasize the importance and com- 
plexity of interactions among variables and highlight the 
effects of previous experience in buying and using the prod- 
uct. 


Multivariate Analysis of Personality and Product Use, 
A, DAVID L. SPARKS and W. T. TUCKER, Feb- 
ruary, 67. 


A canonical analysis of the relationship of personality 
traits to product use patterns suggests that the association 
is significant and complex, involving probable interactions 
among traits. 


Semantic Differential and Nonmetric Multidimensional 
Scaling Descriptions of Brand Images, JOSEPH N. 
FRY and JOHN D. CLAXTON, May, 238. 


See “Attitude and Opinion Research” 


Sensitivity of Dynamic Time-Path Typologies, JOHN 
G. MYERS, November, 472. 


This article describes a procedure for adapting cluster 
analysis from its usual static, cross-sectional perspective to 
a dynamic, over-time perspective, and tests the sensitivity 
of results using the new procedure with variations in data 
input and partitioning conditions. 


Television Program Types, RONALD E. FRANK, 
JAMES C. BECKNELL, and JAMES D. CLOKEY, 
May, 204. 


See “Advertising and Media Research” 


Using Cluster Analysis to Improve Marketing Experi- 
ments, GEORGE S. DAY and ROGER M. 
HEELER, August, 340. 


See “Experimental Designs” 


RETAILING AND WHOLESALING 


Computer Simulation Model for Forecasting Catalog 
Sales, A, GEORGE C. MICHAEL, May, 224. 


See “Computer Applications” 


Conflict Measurement in the Distribution Channel, 
LARRY J. ROSENBERG and LOUIS W. STERN, 
November, 437. 


Conflict among firms in distribution channels is inherent, 
pervasive, and potentially disruptive. This article presents 
an approach to measuring dyadic conflict intensity. Conflict 
is related to a typology of causes and to structural and at- 
titudinal factors within a case study channel. 


Do Blacks Pay More? DONALD J. SEXTON, Jr., No- 
vember, 420. 


Do blacks pay more for grocery store products? Are 
they victims of price discrimination? Panel data are used to 
examine various brands of three products purchased in 
stores of various affiliations. 
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Modeling Store Choice Behavior, DAVID A. AAKER 
and J. MORGAN JONES, February, 38. 


This article presents a formal test of the linear learning 
model in the context of store choice behavior, using 15 data 
sets involving three product classes. The model is used as a 
vehicle in understanding this aspect of consumer behavior. 
Ways in which marketing decision makers might use such 
models are considered. 


Shopping Behavior, Expenditure Patterns, and Inner- 
City Food Prices, DONALD F. DIXON and DAN- 
TEL J. MCLAUGHLIN, Jr., February, 96. 
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Shopping Orientations and Product Usage Rates, WIL- 
LIAM R. DARDEN and FRED D. REYNOLDS, 
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Shopping orientations are explored to determine if 
shopping types can be profiled with psychographic scales. 
Shopping orientations are then canonically correlated with 
the usage rates of 12 health and personal care products. 


Trade Area Boundaries: Some Issues in Theory and 
Methodology, LOUIS P. BUCKLIN, February, 30. 


In this article consumer store choice preferences are 
linked to retail trading areas by a new measure of the forces 
of geographical competition in marketing. Initial examina- 
tion suggests that existing methodology does not model the 
overlap between intraurban trading areas correctly. The 
new measure may also offer improved opportunities for the 
study of consumer propensity to search. 


Trading Stamp-Price Relationship, The, GILBERT A. 
CHURCHILL, Jr., NEIL M. FORD, and URBAN 
B. OZANNE, February, 103. 


See “Pricing Research” 


Who Perceives Supermarket Prices Most Validly? F. E. 
BROWN, February, 110. 


Shopping attitudes, shopping behavior, and socioeco- 
nomic characteristics are examined as potential explanatory 
variables for differences in the validity of price perceptions. 
Implications of the results for consumer protection groups 
are particularly striking. 


SAMPLING 


Are Voluntarily Unlisted Telephone Subscribers Really 
Different? JAMES A. BRUNNER and G. ALLEN 
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This article explores differences along some selected di- 
mensions between listed and voluntarily unlisted telephone 
subscribers. Several significant differences are pointed out 
and cautions in the use of telephone directory sampling are 
suggested. 


Correcting Nonresponse Bias in Mail Questionnaires, 
PETER OGNIBENE, May, 233. 


Two hundred men received a mailed questionnaire con- 
taining questions they had answered previously in a phone 
interview. The differences between the mail survey’s find- 
ings and the phone survey were traced to nonresponse bias. 
An attempt was then made to correct this bias using sub- 
sampling, trend-projection, and post-stratification. 


MISCELLANEOUS 


Writing of Readable Research Reports, The, STEUART 
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This article offers specific suggestions for writing re- 
search reports. It concentrates on: (1) you, the sender of 
your message, (2) the receivers of your message, and (3) 
the message itself. 
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